Purpose: While it seems there are very few studies on the branding process for megaprojects in entertainment, residential, tourism, and sport, branding is one of the most important factors in these types of projects. This study has particularly tried to devise a branding model for these types of projects that corresponds to Persian characteristics. Design/methodology/approach: In Iran, since there is no special model in this field, the grounded theory approach was used to hypothesize and outline the aspects of the model. In-depth interviews corresponding to grounded theory were conducted. Findings: The main phenomenon relates to the branding process for megaprojects in entertainment, residential, tourism, and sport. Causal, contextual, and intervening conditions are all explored, and the results are introduced as a comprehensive model. Originality/value: Currently, there is no special model for multipurpose megaprojects in Iran. In fact, extant studies conducted globally have considered that the branding of these projects almost all focus on city or destination branding. This study considers branding issues from the initial phases of planning and constructing.
Introduction
During a time in which place and multipurpose tourism and entertainment projects are widely competing to attract tourists, finance, talents, and other assets, branding concepts are being increasingly borrowed from the business world. These naturally synthetic projects are extended around big cities. From the start of such projects, from budgeting and considering operational trends to producing added value, an appropriate image should be formed for stakeholders. The primary challenge of multipurpose project branding is considering how we can establish a consistent powerful brand that takes into account the different aspects of a place and different kinds of stakeholders. At the same time, branding communications relating to the sector in question must be produced. The theory of entertainment and residential branding is still in the emergence phase.
Many scholars have stressed the importance of stabilizing a positive brand for a place (Anholt, 2004; Clark, 2007; Dinnie, 2008; Temporal, 2001 ). Hankinson believes that current marketing literature places more emphasis on case studies of successful programs of place/destination branding, while tourism literature primarily emphasizes destination branding. Thus, a theoretical framework for destination/place branding is lacking (Hankinson, 2009; Ritchie and Ritchie, 1998) . The multipurpose personalities of places, as well as the role of branding, are emphasized within current place branding studies. A professional place campaign will lead to business progress, the attraction of professional labor, and an increased audience. Good management can save the image of a place even in a negative situation, while poor management can damage the good image of a place. Attitudes toward the place should be market-driven, and this represents one of the place branding challenges (Moilanen and Rainisto, 2009 ).
This research focuses primarily on the following question: what are the aspects of branding models for megaprojects in entertainment, residential, tourism, and sport, and which factors influence the branding of these types of projects? Since the purpose here is to hypothesize and devise a branding model for multipurpose megaprojects, the grounded theory approach is used and the final model will ultimately be introduced following the conceptualization of different stages.
Literature review
While the primary goal of this research is to devise a branding model for multipurpose megaprojects in entertainment, residential, tourism, and sport, there is no special model currently in existence for these kinds of projects in Iran. In order to explain the current situation regarding branding of these kinds of projects, other international models are discussed in this research. As will be mentioned in the research methodology, researchers have often collected data using a grounded theory approach; however, in order to allow a comparison between the model presented and international models, a summary of the most important models in the literature will be provided. The following subsections provide a brief review of the global place branding trend. Jansson and Power (2006) believe that branding strategies usually consist of two different aspects: the material characteristics of the place, such as structures and events, and the nonmaterial aspects, such as stories, slogans, and logos. Hankinson (2009) divided the most important antecedents of place branding into five categories: brand culture, organizational coordination, stakeholders' participation, leadership and brand communications. Ashworth (2009) identified three tools for place branding: personality association, signature building, and event hallmarking. De Chernatony and Riley (1998) believed that a brand analysis should include brand identity and brand image; two aspects that are interconnected. Kapferer (2008) introduces a six-aspect model for brand identity: personality, culture, relationship, reflection or image, self-image, and physique. Many scholars believe that image is shaped by two main forces: personal factors and stimulus factors. The most important models of place/destination branding are summarized in Table 1 . Weinreich (1999, p25-26, in Morgan, Pritchard and Pride, 2002) , in his model of the destination brand fashion curve, suggests that instead of thinking in terms of the traditional product and brand life cycle, brand managers should consider the brand S-curve, which shows a brand's life and development. Initially, the market is small and few places will be fashionable; however, because the place is unique, there are no advertising activities, and the place brand is at the first of its 'fashionable stage', and the viewers are trendsetters; however, as this number is low, they can influence the ideas. When the place becomes famous and loses its unique attractiveness and freshness, these tourists will change their destination and go to new places; in fact, they do not like to be seen in public places. In the 'famous stage', consumers expect the market to be constantly renewed; otherwise, the place may fall into the 'familiar stage', in which everyone knows about the place and it begins to lose its attractiveness. The familiar stage can push the place into the 'fatigued stage'. If the brand faces serious damage, then marketers will probably need to reassess the core values of the place and redefine their communications with targeted markets. A schematic explanation of this model is shown in Figure 1 .
Different models of destination/place branding
Based on the destination celebrity matrix, the image of a place is considered central, and effective communication of this image can motivate people to visit and revisit. The celebrity of a place is not shaped in a vacuum and is not just based on tourists; marketers have to specify how the place image is going to be made comparable to main rivals. Within this model, each place has (Coshall, 2000; Tapachai and Waryszak, 2000) Each place has a position in the 'Emotional pull' and 'Celebrity value' indexes.
Identifies the place position and offers suggestions regarding to each position.
3 Five-phase model of destination branding (Morgan, Pritchard, & Pride, 2002) Includes (1) market investigation, analysis, and strategic recommendations; (2) brand identity development; (3) brand launch and introduction and vision communication; (4) brand implementation; and (5) monitoring, evaluating, and review process.
Offers a five-stage process for destination or place branding.
4
Relational network brand (Hankinson, 2004) This model divides these relationships into four subcategories: (1) primary service relationships, (2) brand infrastructure relationships, (3) media relationships, and (4) consumer relationships
Offers and organizes all the relationships related to place branding.
5
Brand communications model (Kavaratzis, 2004) Communications related to the brand can be implemented in two ways: (1) primary communications: (a) landscape strategies; (b) infrastructure projects; (c) organizational and administrative structure; and (d) city's behavior and (2) secondary communications, which are the formal, intentional communications that most commonly takes place through well-known marketing practices.
It sees the place branding as a communicating mode and arranges all the communications needed. An operational five-stage branding process for the place which also offers timing and different roles involved in each activity.
7
Middleton model (Middleton, 2011) Components and stages of an ideal place branding; brand positioning, a clear place/ city strategy, effective offering of benefits, successful communications, efficiently between different marketing communications and consistency over time.
Offers components and stages of a place branding process.
Model presented in this article
This study devises a branding model for multipurpose megaprojects in entertainment, residential, tourism, and sport in Iran that corresponds to Persian characteristics. Prior to this research, there were no models in place for these kinds of projects. It identifies, hypothesizes, and offers all the factors related through a qualitative method. Very little research have used grounded theory in which causal, contextual, and intervening conditions, core category, strategies, and consequences are all considered at the same time.
A branding process for multipurpose megaprojects, which considers branding issues from the initial phases of planning and constructing regarding to local characteristics. It proposes a comprehensive systematic model, which can be also adjusted and used by others.
a position in the 'Wish you were here, appeal' and 'Celebrity value' indexes (Coshall, 2000; Tapachai and Waryszak, 2000) . Figure 2 explains this model. The five-phase model of destination branding suggests five phases for branding process (Weinreich, 2002) ; they are: (1) market investigation, analysis, and strategic recommendations; (2) brand identity development; (3) brand launch and introduction and vision communication; (4) brand implementation; and (5) monitoring, evaluating, and review process. Hankinson (2004) in the relational network brand model divides these relationships into four subcategories: first, primary service relationships: services at the core of the brand experience, like retailers, events activities, and hotels. Second, brand infrastructure relationships: accessibility to service, environment, brandscape, hygiene, and different facilities. Third, media relationships: organic and marketing communications with medias. Fourth, consumer relationships: the relationships with residents and employees of local organizations as well as the targeted tourists. In Hankinson's (2004) framework, the starting point is brand (place identity and place development map), which can be defined by brand personality, position, and reality. This communicates to stakeholders through mentioned relationships. Kavaratzis (2004) believes branding is a communicating mode and communications are always mutual. His brand communications model suggests that communications related to the brand can be implemented in two ways: First, primary communications: relates to the communicative effects of a city's actions, when communication is not the main goal of these actions, and is divided to four subcategories: (A) landscape strategies: refer to the fields of actions and the decisions that are relevant to urban design, architecture, green spaces, and, generally, public spaces in the city. (B) Infrastructure projects: refer to projects developed to create, improve, or give a distinctive character to various types of infrastructure that are needed in a city. (C) Organizational and administrative structure: refers to the effectiveness and improvement of the city's governing structure with emphasis on extension of social networks and citizen participant and private and public sector in decisionmaking. Destination marketing organization (DMO) is also in this sector. (D) City's behavior: refers to such issues as the city leaders' vision for the city, the strategy adopted or the financial incentives provided by the city to various stakeholders. The offered services and events (like festival, and other cultural, sporting, and entertaining events) are also in this group. Second, secondary communications, which are the formal, intentional communications that most commonly takes place through well-known marketing practices like advertising, public relations, graphic design, the use of a logo, and so on.
The details of branding operational plan model are illustrated in Figure 2 . The destination celebrity matrix (Coshall, 2000; Tapachai and Waryszak, 2000) . Figure 1. Weinreich's destination brand fashion curve (Weinreich, 2002) .
follows: embody a clear, distinctive, ambitious, and yet, realistic brand position, base the brand positioning on the population's values, attitudes, behaviors, and characteristics, reflect a clear place/city strategy and its points of emphasis regarding skills, resources, and capabilities, effective offering of benefits to targeted groups, successful communications with key domestic influencers, integrate efficiently between different marketing communications media and consistency over time.
Reasons and challenges of place/destination branding
Each of the different studies on this subject has considered a different point of view: for instance, urban planners have focused on furthering the social and economic activities of places, where the duty of place marketing is to extend a brand so as to help in achieving this goal. From another point of view, the impact of country of origin is considered. Moreover, current place branding researchers are stressing the multifunctional personality of places and emphasize the role of the brand when, for example, tourism, retailing, and sporting events are improved (Moilanen and Rainisto, 2009 ). Places or cities may be branded for the following reasons: getting domestic investors' attention; attracting foreign tourists; building a sense of authenticity and trust between investors; increasing domestic (national) and foreign (international) political penetration; finding better and more effective global partnerships in other cities; increasing collaboration with private or governmental universities and research institutions and organizations; increasing the positive effects of country-of-origin for products and services and thus increasing national pride; and increasing internal coordination and trust.
Branding a place/destination is very different from branding a product. The differences can be explained in terms of the following areas. First, place branding entails new concepts and new applications; concepts like product, price, sales promotion, and distribution have to be reexplained and adapted. Second, place marketing has a collective character; the main difference between place marketing and product marketing lies in what is being branded. In place branding, the brand subject is a multiaspect and intricate identity; a complicated group whose members are participants, and often have their own individual objectives, resources, and abilities. A place essentially consists of a combination of products and services, along with the physical characteristics of the location itself (Ritchie and Ritchie, 1998) . Third, place branding entails difficulties in terms of control (Morgan et al., 2003; Pritchard and Morgan, 1998; Weinreich, 2002) ; the marketing manager has very little control over the elements of the marketing mix. Fourth, in place branding, the customer builds the product experience; the product of entertainmentresidential projects is offered in a place and especially in a set of products and services, but this set is almost selected by customer (Ashworth and Goodall, 1990) . Fifth, place branding entails a limited possibility to opt out or a 'forced network'; unlike corporate networks, the opportunities to select the best strategic partners are highly limited. Sixth, the definition of the brand's objective in a network differs in place branding compared to product branding; many independent actors who are working in a place may have different objectives. While reaching a consensus is a challenge, it is a vital part of creating a brand identity. Seventh, place branding is proximally related to politics; different governments make different political decisions, and changes in governments will also lead to different policies. From a branding perspective, these political changes are usually so short. Eighth, the participants and factors (e.g. companies) involved in place branding are not equal, and so decisionmaking cannot be based on the concept of democratic vote. Ninth, product development in place branding differs from that of product branding; places as products are always changing and extending, and thus the brand identity has to allow this gradual improvement and can even benefit from it. Tenth, place branding can be subjected to seasonal changes, which therefore would change the product. Eleventh, financial resources are limited in place branding; successful place branding will provide value for all the groups involved, instead of just one special group. Definitions of who is going to benefit, and the fair division of investments between beneficiaries, are highly challenging areas. From another point of view, comparing between previous models found in literature following factors may be stated as affective aspects of place or tourist destination branding: (1) commitment to meet stakeholders' needs; (2) conducting strategic surveys of social and economic environmental trends; (3) providing a common vision for the future of the place/destination; (4) engaging different stakeholders in the branding process or conducting consensus-based branding; (5) hosting major events; (6) establishing an appropriate identity for the place/destination brand; (7) establishing an appropriate image for the place/destination for customers; (8) leadership; (9) enabling the participation of private and public sectors in place/destination branding; (10) including appropriate landscape strategies in the project; (11) preparing appropriate infrastructures for the project; (12) creating a department or organization for the project branding; (13) offering appropriate services to customers; (14) communicating consistently and continuously with the media; (15) including landmarks in the project; (16) incorporating distinct and unique designs in the project; (17) including distinct and exclusive districts in the project; (18) including new and exclusive green spaces in the project; (19) paying due consideration to existing businesses in the project; (20) promoting the attractiveness of the place/destination brand to domestic residents; (21) attracting well-known and popular brands to the project; (22) creating association with the place/destination through famous people and personalities; (23) finding long-term financial resources; (24) using brandbased human resources management; and (25) creating a brand culture.
Research methodology
The research methodology is a grounded theory. It endeavors to integrate the strengths inherent in quantitative methods with qualitative approaches. With a heritage rooted in the educational backgrounds of Strauss and Glaser, grounded theory combined the depth and richness of qualitative interpretive traditions with the logic, rigor, and systematic analysis inherent in quantitative survey research. It expands a theory by gathering data and then systematically looks for evidence to verify theory derived directly from data. In grounded theory, data analysis has a well-defined process that begins with basic description and moves to conceptual ordering and then on to theorizing (Dey, 1999; Walker and Myrick, 2006) .
Grounded theorists share a conviction with many other qualitative researchers that the usual canons of 'good science' should be retained, but require redefinition in order to fit the realities of qualitative research and the complexities of social phenomena. These scientific canons include significance, theory-observation compatibility, generalizability, consistency, reproducibility, precision, and verification. There are specific procedures and canons for data collection and analysis: (1) data collection and analysis are interrelated processes; (2) concepts are the basic units of analysis; (3) categories must be developed and related; (4) sampling in grounded theory proceeds on theoretical grounds; (5) analysis makes use of constant comparisons; (6) patterns and variations must be accounted for; (7) process must be built into the theory; (8) writing theoretical memos is an integral part of doing grounded theory; (9) hypotheses about relationships among categories should be developed and verified as much as possible during the research process; (10) a grounded theorist need not work alone, and; (11) broader structural conditions must be analyzed, however microscopic the research is (Corbin and Strauss, 1990 ).
Key objectives
As mentioned above, to date, there has been no special model for multipurpose megaprojects in entertainment, residential, tourism, and sport in Iran. The main purpose of this research is therefore to devise a comprehensive branding model that takes into account Persian characteristics. To this end, the study uses a grounded theory approach to collect and analyze the data.
Three main stages of the research
Coding is fundamental analytic process used by the researcher (Corbin and Strauss, 1990) . It is one way of exploring bits of information in the data, and looking for similarities and differences within these bits to categorize and label the data (Patton, 2002; Walker and Myrick, 2006) . However, Glaser divides the coding process into two procedures: substantive (consists of open and selective coding) and theoretical coding (Glaser, 1978) . Corbin and Strauss (1990) divide the coding process into three main stages: open, axial, and selective coding. The Corbin's process is used in this research.
First stage: open coding. Open coding is the initial step into the coding stage (Corbin and Strauss, 1990; Glaser, 1978) . In this stage, events/actions/ interactions are compared with others for similarities and differences. The phenomenon is given a name (branding process of multipurpose megaprojects), conceptualized and categorized through the analysis of data. Each of the events/ actions/interactions is given a label (97 concepts are shown in Table 4 ). Then, the concepts are categorized based on their similarities (categorizing stage). They are also given conceptual labels (34 categories shown in Table 4 ). In this way, conceptually similar events/actions/interactions are grouped together to form categories and subcategories (Corbin and Strauss, 1990) . The label given to a category is more abstract than the concepts that produce that category. The identification and conceptualization of their characteristics and aspects provide a basis for establishing communications between categories and reaching a theory. The results of the open coding process and their characteristics and aspects are shown in Table 4 . In the open coding stage, the 478 extracted codes from 20 interviewees are summarized into 97 more abstract concepts.
In this research, different methods of qualitative data collection, such as observations, interviews and analytical interviews, and studying documents and case studies, are carried out. In open interviews, interviewees explained the branding process for these kinds of projects (Table 3) .
Second stage: axial coding. In axial coding, categories (34 categories show in Table 4 ) are related to their subcategories (97 concepts shown in Table  4 ) and the relationships are tested against data. The generalization of the results is partly achieved through a process of abstraction that takes place over the entire course of the research. The more abstract the concepts, especially the core category, the wider the theory's applicability (Corbin and Strauss, 1990) . Figure 3 shows the results of the reanalysis of data and the axial coding in this research. The core category is 'branding process of multipurpose megaprojects in entertainment, residential, tourism, and sport in Iran'.
Third stage: selective coding. At this stage, all the 34 categories are unified around a 'core' category named 'branding process of multipurpose megaprojects in entertainment, residential, tourism, and sport in Iran', and categories that need more explanation are addressed. The core category is the central phenomenon of the study (Corbin and Strauss, 1990 ).
Validity and reliability
The validity and reliability of qualitative research is highly important; however, it is not as important as quantitative research, because the main objective of this type of research is mental interpretation by the researcher in relation to human subjects. Table 5 illustrates six strategies that have been employed to meet validity requirements.
Findings and discussion
As shown in Figure 3 , the core category, causal conditions, contextual conditions, intervening conditions, strategies, and consequences can be split into the following subtitles.
Core category
The core category of the research is the branding process for multipurpose megaprojects in entertainment, residential, tourism, and sport in Iran. In addition, from the 97 concepts generated, seven categories, including 22 concepts derived from the axial coding, shape the main phenomenon.
Defining the Persian unique identity is the first element of the core category. Defining a distinctive identity is probably the most important step in the branding process. Respecting the region's historical past and the local situations of the country in question also help. Since there are different stakeholders with different needs and demands, the main step in branding is to achieve a single identity definition. Considering Persian identity would lead to project popularity worldwide and a stable situation nationally, which can be well communicated to customers.
Respect to the historical past of the project is highly important to identify the project's identity. We considered the Naghshe Jahan square [a historical place in Iran] in our polo project, while the traditional hotel/resort reminds us of an Iranian garden. (Urban design expert of a megaproject)
The second element is project innovation. This refers to the fact that the primary master plan of the project needs to be innovative and developed by creative experts.
'Attractiveness comes from difference, every distinctive object is attractive, and a project needs to be able to induce a differentiation, and create a distinctive diversity' (Natural geography professor and climatologist).
The third phenomenon is place making, which is a novel paradigm in urban design. Here, the space is changed into a place, and consequently becomes full of activity and memory. The designation of these factors is attractive enough that customers tend to want to reexperience them. Applying and implementing this paradigm in a project will help with the branding process.
'Residents' collective memories about streets and avenues would help to making the brand identity' (Urban expert of a megaproject).
The fourth element is distinctive and unique landmarks. Almost all the famous megaprojects in the world have become well-known by incorporating a unique structure, which has been considered in the literature of the subject. It is better to introduce these types of projects using an icon that remains in the minds of all people who come into contact with the place. The existence of a distinctive structure will help with branding. ' The project architecture must be unique, beauty is relative, but people will understand' (Project manager of a subproject within a megaproject).
The fifth element is project distinctive theme. An appropriate theme that incorporates the preferences of the target market, as well as the place characteristics of the project, is highly important. Sometimes, the project itself may not stick in minds, but the appropriateness of the theme in terms of the local climate is sufficiently memorable.
The sixth element is synergistic composition of subprojects. Megaprojects usually consist of The seventh and final element is culture building. Hatch and Schultz (2003) suggest that successful brands are those that can stabilize a positive link between appropriate values, organizational culture, and brand image. The advent of megaprojects and their different subprojects is a novel phenomenon in Iran. In this situation, culture building is a fundamental step. Building culture must be done on both sidesdevelopers and operators as well as customers and people.
In my view, the cultural factor is the most effective factor in the project. Culture-building and training must be conducted, and when the project is done, over a long term period, services should be developed. (Founder of a megaproject)
Causal conditions
Causal conditions are events that generate situations, debates, and issues related to a phenomenon and somehow illustrate why and how people attend to these. Essentially, causal conditions are events and happenings that impact and cause the phenomenon. From the 97 concepts extracted, three categories consisting of eight concepts were found to shape causal conditions.
The first causal condition is branding dynamism. The process of place branding process is dynamic (Moscardo, 1996; Prentice and Anderson, 2007; Waller and Lea, 1999) ; developing a multipurpose megaproject consists of different phases, while each phase has diverse stakeholders. The essence of branding in the two phases of development and operation differs from one another. In the development phase, the objective of project branding is mostly to create trust in investors and also provide necessary guarantees for them, while in the operation phase, the end user is the audience, and the objective of branding is to convey this sense to the customers that they are receiving high-quality services. While branding is necessary in each phase, the audiences, stakeholders, and branding objectives are different.
In these kinds of projects, unlike with products, the brand has a more dynamic identity; life cycle is so important, at different phases the brand has different meanings . . . In the investmentabsorbing phase the residents are less important, while in the presale phase, they become significantly central to the project. (Funding manager of a megaproject)
The second causal condition is the country's need for entertainment growth. These projects have significantly grown in regional countries around Iran, where many Iranians have invested huge amounts of money. On the other side, there is a mass market in the country, some of which are noncompetitive, so that a project can rapidly attract attention. Regarding the priorities of countries in recent years, it seems that there is a national willingness to accept these types of projects.
'If the business can eliminate the barriers, it will face with a huge and noncompetitive market' (Founder of a megaproject).
The third and final causal condition is mass market. People need entertainment and fun; on the other side, these projects need to have a mass market to grow. The existence of customers who need such entertainment and fun is the basis for the project's branding.
Contextual conditions
Contextual conditions are those that affect the strategies and actions used to administer the phenomenon. We asked our interviewees about this subject, and five categories consisting of 14 concepts were determined.
The contextual conditions start with diverse stakeholders. Megaprojects have different stakeholders, as well as a huge impact on society. Within each diverse phase of the project, there are different stakeholders, and it is necessary to build identities for each of them. During the project development stage, the benefits are permanently defined for stakeholders. Different scholars have emphasized the role of stakeholders (Greenley and Foxall, 1997; Mitchel et al., 1997; Parent and Deephouse, 2007) and the importance of stakeholders' participation (Murphy, 2005; Zineldin, 2004) .
The second element is project location. Multipurpose megaprojects are emerging outside of big cities, especially capitals, all over the world. This is happening for the following reasons: (1) there is not enough space inside the cities themselves, or if there is, the spaces are too expensive, (2) they are intentionally constructed outside of cities so as to give people a place for entertainment in suburban areas, and (3) extension spaces are located only outside and in the countryside. In terms of projects in Iran, they are always built outside of the main cities. This has some benefits, but also problems that should be addressed via appropriate strategies. Unofficial residences and suburban areas around such projects can significantly damage the brand. ' There is a problem that projects are constructed in low income regions for wealthy people, this can lead to social conflicts' (Superior advisor of a megaproject, and former minister).
The third contextual condition is the religious principles of the country. Iran is a religious country in which most people commit to religious principles. On the other hand, however, many people do not like to be subjected to so many extreme limitations. In developing megaprojects, these issues have to be considered. Applications and services should not contradict religious principles. However, by eliminating many extreme limitations, we can prevent from entertaining trips to neighboring countries. ' In branding, internal beliefs and thoughts should be considered' (Superior advisor of a megaproject, and former minister).
The fourth element is economic situations. The economic stability in developing countries is low, and projects are emerging in unstable situations. This factor is important for two reasons: first, it is related to people's buying power and how much they spend on entertainment and amusement. Second, the economic situation of banks and institutions for finance affects these projects.
'For us, the economic source does not matter, but the economic stability does. In a stable situation, you can rely on governmental laws and rules and know they will not change' (Founder of a megaproject).
The fifth and final condition is time-to-market. One of the most important contextual conditions relates to when the project is going to be introduced. In a situation where there are few projects, the one launched soonest is likely to be the most successful. ' In my view, in Iran, starting sooner is more important than branding; the project that starts soonest will succeed' (CEO of a megaproject).
Intervening conditions
Intervening conditions are public, wide-ranging conditions like culture and space, which can act as facilitators or barriers to strategies. Here, five categories consisting of 17 concepts are identified.
The first intervening condition is governmental support. For megaprojects, there has to be national willingness and governmental support. Governmental support is one of the most important political influencers of a project. Many investors are reluctant to start projects because they are not sure whether their ownership will last or not. Furthermore, some governmental rules and laws prevent projects from being as innovative as they could be. For these reasons, investors are often reluctant to put money into such projects, or they do so knowing that special communication with the government is needed. Moreover, in Iran, there are no special frameworks in place for these kinds of projects and investors.
'From formation to operation, political structures of countries change and this even affects the social structure of the country' (Founder of a megaproject).
The second intervening condition is delay in operation. Delays in projects can disrupt the project's operation; the project research is conducted for current generation, while delays would lead to operation in the next generation. The current generation's demands typically differ from those of next generation. Also the political, economical, and even social structures of a country may change during the project's operation time. The third element is financial resources. Megaprojects can only become brands when enough investment is available. Scheduling financial resources is crucial, and a huge, sudden financial supply can damage the project. The owners and founders of projects should bear in mind that enough investment is needed for project branding, building, operation, marketing, and advertisements. On the other hand, resources must be allocated very precisely because of the limited resources.
The fourth intervening condition is team's belief. Project branding and development is time consuming, so that team spirit and motivation over time is crucial. Branding is not short-term, but rather a long-term and permanent issue, which must be continuously reinforced. Building this belief is not easy; it needs consistency between three activities: brand-based human resource management, brand leadership, and brand communications (Burmann and Eplin, 2005) . The fifth and final intervening condition is managers' branding mentality. Decisions on project branding should not be based on senior managers' individual tastes. Using an expert team and incorporating members' beliefs into branding is highly important. Learning about the market and customers is also an important issue.
Strategies
Strategies and actions are plans that help the branding process in terms of the implementation of these types of megaprojects. In the coding phase, 10 categories consisting of 29 concepts are determined.
The first strategy is event hallmarking. The attractiveness and importance of events will lead to awareness and knowledge as well as attracting a mass customer base (Brown et al., 2002; Burgan and Mules, 1992; Green and Chalip, 1998; Hall, 1989; Smith, 2004) .
'Conducting events will help the progress, when many customers attend a project; it seems an event is going on' (Advertising and branding manager of a megaproject).
The second strategy is stakeholders' trust. In all stages of the brand life cycle, building trust between stakeholders is a brand strategy, though it differs in different stages of the life cycle. For instance, in the infrastructural phase, trust has to be built between investors, while during operation, trust between organization and customers is vital.
'Trust is the most important factor in branding. I saw the same thing in Dubai and UAE, because of trust; people stopped asking for formal documents' (Financial vice manager of a megaproject).
The third strategy is dynamic and holistic planning. This refers to all phases of the project, from idealization and infrastructure to operation. In the planning stage, operation must be considered first. Moreover, the dynamic identity of project branding prevents inflexibility and static planning. The master developer is in the charge of presenting the total project plan, while also planning the current stages and predicting further developments in the next phases. The fourth element is internal marketing. These kinds of megaprojects are novel enough in Iran that just a few managers have experienced this area, so using managers with a track record is helpful. These types of projects require creative people to be hired and retained.
The fifth strategy of branding is providing a high-quality complete service package. A destination has to incorporate family-friendly areas where all family members' needs are met and residential facilities are in place for people who want to stay for a few days. A favorite experience might be created by adding intangible aspects to this package. Here, the branding and marketing mostly focus on customer experience, rather than products and services. ' In these projects service quality is much more important than communications; here the branding is essentially around experience' (Consultant and manager of a megaproject).
The sixth strategy is marketing communications. Targeted marketing communications are needed to achieve the goals, including building the cultural aspects of a project experience and its different subprojects; creating awareness and giving information about the project during its primary stages; and keeping the project at the front of people's minds. Employees' ability to perceive the brand identity values is also essential (Knox and Bickerton, 2003) .
The seventh strategy is keeping the project alive, which means that different subprojects with different benefits have to be employed to meet the needs of diverse stakeholders. The synergy between these subprojects should not be forgotten; otherwise, the project will not last over the long-term. The eighth strategy is using a destination marketing organization, which is a separate organization for branding these projects. During interviews regarding the different stages of model development, the existence of such organizations was stressed. ' An independent branding organization separate from owner and master developer should be considered' (Superior consultant of a megaproject and former minister).
The ninth strategy is related to using international consultants and operators. During preparation phases of the master plan, infrastruc-tures, creating subprojects, and operation, the assistance of professional consultants and other experienced project members is critical. A benchmarking system is needed to learn from successful projects even in neighboring countries, especially in Iran. The operation stage also needs expertise and professional operators. This leads to higher level events and consequently attracts more customers. Finally, the tenth strategy is leveraging well-known brands in early phases. Initially, the master developer is usually not well-known to investors. There are two ways in which trust in investors, banks, corporations, and other institutions can be built: first, using well-known brands and second, using an experienced managerial team. In the primary stages, the brand is highly important for absorbing financial resources. Failing to create a favorable identity at this stage will end up in financial resources being unsuccessfully absorbed. Using well-known contractors and partners will strongly influence the branding.
Consequences
Consequences include tangible and intangible results, which are created as a result of implementing the branding process for organizations, customers, and society. During the coding stage of this research, four categories were identified as consequences.
The first consequence is income generation. Branding at the operation stage will lead to more tourists and customers and consequently more income. Branding at the primary stages also results in the generation of more financial resources. The impact of branding on income comes through building awareness and trust in customers. The second consequence is a new lifestyle. Since these projects offer new activities and forms of entertainment, they may bring a new lifestyle to customers.
'These projects should bring a high quality of life for people' (Chief financial officer of a megaproject).
The third consequence is a potential destination. Branding will help people to more easily accept the project, and the project will then turn into a potential destination for customers. Thinking about fun will remind them of the project. Finally, the fourth element, project development, states that branding will help with project development. From a high absorption of customers, the developed project will be more profitable for owners.
Contributions
This research aimed to introduce a branding model for multipurpose megaprojects in entertainment, residential, tourism, and sport, in the context of Iran. A grounded theory approach was used in order to introduce the model, and this was derived from coding processes and data from interviews with experts. In the final model, the process of branding as the core category and diverse strategies, consequences, and causal, contextual, and intervening conditions for branding these types of projects were presented. This model can be used by all such projects in Iran, and, with a little modification, in other areas of the world as well, especially countries that have the same cultural and political background as Iran. The model may also be used by other researchers to develop more comprehensive, global models. The final results of the research are shown in Figure 3 . As mentioned earlier, the study tried to consider Persian characteristics in the model; in addition, prior to this research, there were no models in place for these kinds of projects in Iran.
All the factors affective in branding process from earlier stages to final stages are presented in the model. The core category of the research, which is the process of branding, includes Persian unique identity, project innovation, place making, distinctive and unique landmarks or signatures building, distinctive theme, culture building, and synergistic composition of subprojects. Also other factors are as follows: causal conditions consist of branding dynamism, country's need for entertainment growth, and mass market; contextual conditions include diverse stakeholders, project location, religious principles, economic situations, and time to market; intervening conditions that entail governmental supports, delay in operation, financial resources, team's belief and managers' branding mentality; strategies consist of event hallmarking, stakeholders' trust, dynamic and holistic planning, internal marketing, high-quality complete service package, marketing communications, keeping project alive, DMO, using international consultants and operators and leveraging well-known brands in early stages; and finally, consequences including income generation, a new lifestyle, potential destination, and project development.
One of the main contributions of this research is its subject which, instead of being focused on tourism destinations or places, considers megaprojects relating to entertainment, residential, tourism, and sport in Iran, and the branding process for such multipurpose megaprojects, from the first stages of planning and constructing the project. Furthermore, the local and native situations and characteristics within Iran are considered. While other models mostly focus on ranking cities and destinations, one of the gaps that this research covers is a focus on megaprojects.
In past branding models, very little research has used the paradigmatic model of grounded theory in which causal, contextual and intervening conditions, core category, strategies, and consequences are all considered at the same time. Most studies have only mentioned causal conditions and consequences. From this point of view, the current research is comprehensive. The methodology of the research is also unique. Using a qualitative approach, grounded theory, can be considered novel within the branding arena.
This research tried to devise a model by which branding of these projects could be clarified in Iran-a developing country that has its own visions. The emergence of these types of projects is a new phenomenon in other developing countries, and little research has focused on this field. In introducing the model, researchers tried to use the experiences of experts who have been successful and have even had internationally prosperous project experiences. These experiences are coded in this article.
Constraints
Like most grounded theory-based research, the findings of this study are based on the points of view and experiences of a small number of experts; this will restrict the generalizability of the findings. Scholars believe that the results of grounded theory-based research can only be generalized to theoretical premises (analytical generalization), and that generalization to the whole of society (statistical generalization) is impossible. This research generalized a set of special results to a number of wider premises, rather than to wider conditions and situations. Therefore, statistical generalization of the results faces several restrictions.
Qualitative research requires real and motivated experts. Unfortunately, like many other domestic studies, this research faced a shortage of real experts and opportunities to interact with them to benefit from their views (although we tried to use international experts' opinions, directly or indirectly). In some interviews with architecture and urbanism experts, there was also a problem in their perception of branding and their comments had to be adjusted by the researcher, while some opinions were even left unused. However, though the branding process has being considered with reference to these types of projects in Iran, the field lacks maturity. Therefore, the views of some experts were based on their deficient experiences in these projects.
It is accepted that branding is a new issue in developing countries, and owners and founders have not previously perceived the necessity of it. For this reason, even in some of the interviews, it was obvious that some experts did not have a comprehensive perception of branding. The subject of these kinds of megaprojects is also novel in developing countries. Unfortunately, governmental and semi-governmental institutions that are responsible for these areas and their promotion know little about tourism, and almost nothing about branding. Researchers thus hope that this study might be considered a promising starting point in this subject.
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